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WHERE  THE  SALES  MANAGER’S 
HOPES  ARE  DASHED 


Come  now  ! Hands  up  ! 

OW  many  times  ? How  many 
places?  How  many  products  ? 
How  often  have  we  been  held  up, 
interfered  with  and  prevented  from 
buying  the  product  we  desired 
because  of  the  lack  of  interest,  lack 
of  knowledge  and  inability  to  explain  its  uses  on 
the  part  of  the  retail  clerk  ? 

“Anyone  who  has  suffered  in  this  way,  hands 
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up. 

Ah! — too  many  to  count. 

Any  who  have  never  suffered  ? 

None. 

The  subject  is  now  open  for  discussion. 
When  the  retailer  spoils  the  sale  for  the  manu- 
facturer because  of  indifference,  it’s  bad  enough 
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to  be  the  buyer  and  have  to  take  the  trouble  to 
look  elsewhere,  but  in  this  circumstance  it’s  not 
very  serious  because  it’s  the  other  fellow  who  is 
losing  the  sale. 

When  conditions  are  shifted  a bit,  and  the 
temporary  consumer  prospect  reaches  his  office 
and  becomes  a manufacturer,  does  he  think  of 
the  same  weakness  out  on  the  buying  circle 
of  his  own  product?  And  what  percentage  of 
sales  loss  does  he  attribute  in  his  own  case  to 
dealer  and  dealer’s  clerk  lack  of  education  as 
to  the  value  of  “his  own  made  product?” 

Any  advertising  man  or  sales  service  printer 
can  dig  up  for  interested  parties  a large  assort- 
ment of  methods,  and  examples  showing  that  a 
large  number  of  manufacturers  have  not  only 
recognized  this  sales  leak,  but  are  attacking  it 
aggressively,  and  most  hopeful  of  all — are 
succeeding. 

Manufacturer’s  salesmen  are  generally  paid  for 
what  they  sell,  not  for  what  they  talk.  So  in 
spite  of  instruction,  orders  and  pleadings  from 
executives  to  do  “some  educating”  it’s  a pretty 
safe  bet  that  the  majority  of  salesmen  go  where 
their  interest  and  their  money  is. 

♦ ♦ ♦ 

If  you  can’t  pay  for  a thing,  don’t  buy  it. 
If  you  can’t  get  paid  for  it,  don’t  sell  it.  So 
you  will  have  calm  days,  drowsy  nights,  and 
all  the  good  business  you  have  now,  and  none 
of  the  bad.  — Rusl^in. 


ADVERTISING  RESOLUTIONS 


FOR  1926 

Be  Human — More  men  are  interested  in  what 
a product  will  do  for  them,  than  in  the  fact  that 
Tutankhamen  never  had  one. 

Be  Sensible — The  other  fellow  is  just  as  little 
fooled  with  exaggeration  as  you  are. 

Be  Purposeful — Advertising  has  a mission  to 
perform  and  a result  to  produce  in  other  minds. 

Be  Regular — If  Sunday  wasn’t  always  the 
Seventh  day  the  churches  would  be  altogether 
empty. 

Travel  Straight — If  you  want  to  sell  the 
Colonel’s  Lady  don’t  use  the  kitchen  door  and 
only  reach  Judy  O’Grady. 

Be  Enthusiastic — But  don’t  forget  to  be 
definite  as  well.  Business  history  proves  that 
dollars  and  facts  are  always  very  close  pals. 

Be  Interesting — That’s  why  the  masses  from 
crowned  heads  to  chimney  sweeps  read  the 
“yellow”  journals. 

Be  Convincing — For  without  conviction  the 
buyer’s  dollar  you  want  never  rings  your  cash 
register. 

Be  Thorough — One  firm  makes  millions  by 
selling  from  door  to  door. 


SCIENCE  AND  THE  BUSINESS 
MAN 


Is  Modern  Scientific  Medicine  Doing  Old 
Dr.  Jones  out  of  a Job? 

NOWADAYS  when  a man  wanders  into  the 
secret  places  of  medical  consultation  he 
never  knows  what  he  is  starting. 

For  Dr.  Jones,  the  old  family  physician,  will,  in 
addition  to  discussing  symptoms  and  prescribing 
pills,  suggest  something  like  “we’d  better  look  a 
little  further  into  this.” 

It  would  be  a catastrophe  if  there  were  no 
Dr.  Joneses  left,  they  are  the  salt  of  much  of  this 
earth;  but  Dr.  Jones  now  has  in  addition  to 
his  talent  for  diagnosis  a tremendous  force 
of  available  specialists,  laboratories,  X-rays, 
hospitals,  etc.  So,  Mr.  Mann  is  sent  with  a note 
or  telephone  introduction  to  Dr.  Specialist  and 
begins  an  intensive  drama  of  being  the  subject 
for  taps  and  rays,  reactions  and  consultations. 
He  begins  at  times  to  get  fed  up  with  it;  be- 
cause as  he  says  all  that’s  wrong  with  him  is  that 
he’s  feeling  a bit  rotten.  He  has  a sneaking 
impression  as  well  that  it’s  going  to  cost  like  fury. 

The  result  of  it  all  is  that,  nowadays,  before 
anything  very  much  is  done  to  him,  there’s  a 
pretty  strong  certainty  as  to  what  is  wrong. 


And,  he  is  much  less  likely  to  lose  a kidney  when 
it  should  have  been  a molar,  than  in  the  days 
when  overworked  and  unscientifically  assisted 
Dr.  Jones  had  to  perform  a major  operation 
because  his  diagnosis  was  wrong. 

During  the  early  months  of  every  year  many 
companies  are  busy  re-ordering  their  stationery 
requirements  for  the  coming  six  or  twelve 
months.  There  is  a better  way  of  saving  on  this 
work  than  merely  asking,  for  competitive  bids 
from  several  printers  and  receiving  prices  on  a 
various  assortment  of  papers,  some  of  which  are 
frequently  not  of  the  right  sort  for  the  use  of  a 
certain  form,  letterhead  or  what  not.  There  is 
in  fact  a scientific  way  of  handling  these  supplies. 
While  paper-making,  as  applied  to  any  particular 
piece  or  sheet,  is  an  art  and  a craft,  it  has, 
nevertheless,  made  use  of  all  scientific  develop- 
ment which  it  can  adapt  to  its  improvement. 
Not  only  is  this  scientific  development  being 
used  in  paper-making,  but  with  the  advances  of 
science  in  other  lines  the  paper  maker  has  found 
it  necessary  to  use  all  the  scientific  assistance 
he  can  find  to  adapt  his  product  to  the  strict 
requirements  of  special  uses.  Herein  then  lies 
the  proper  way  to  deal  with  the  annual  purchase 
of  stationery  supplies.  Remember  that  papers 
of  various  qualities,  materials  and  finishes  are 
made  for  particular  requirements.  Any  dis- 
tributor or  printer  of  Beaver  S papers  can  assist 
you  in  the  proper  selection  of  paper  stocks. 
And,  our  own  service  department  is  always 
available — and  glad  to  answer  your  queries. 
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DID  YOU  EVER  KNOW  WHY  IT 


IS  SO  CALLED  ? 

HE  early  English  papermakers  distinguished 
their  various  sizes  of  paper  by  “water- 
marks,” which  are  designs  formed  in  the 
paper  by  pressing  fine  wires  into  the  pulp  when 
in  a soft  state,  thus  making  the  paper  a trifle 
denser  wherever  the  wire  is  applied. 

The  three  favourite  sizes  which  still  exist 
were  “Pot,”  represented  by  a pot  of  beer; 
“Post,”  by  a postman’s  horn;  and  “Crown,” 
by  a crowned  head. 

When  Oliver  Cromwell  took  control  he  vented 
his  wrath  against  things  Royal  by  turning  the 
King’s  face  into  a clown’s,  and  substituting  the 
fool’s  cap  and  bells  for  the  crown. 

In  due  season  Charles  II  returned,  and  showed 
his  annoyance  by  digging  up  Cromwell  and 
hanging  him  in  chains  at  Tyburn,  but  he  quite 
forgot  to  attend  to  the  watermark  affair,  and 
“Foolscap”  paper  remains  with  us  till  this  day. 

— Trade  Hints. 

+ ♦ ♦ 

OW  many  of  us  realize  that  it’s  some  five 
years  since  the  slump  occurred?  Then, 
according  to  statisticians,  who  have  devel- 
oped the  Economic  Law  of  the  Seven  Year  Cycle, 
we  ought  to  be  well  launched  into  the  beginning 
of  several  prosperous  years. 


PERSONALITY 

WHY  do  printers’  estimates  on  the  same 
specifications  differ  ? The  answer  is  that 
they  don’t.  Let  us  explain.  No  specifi- 
cation you  or  anybody  else  ever  made  was 
complete. 

All  the  estimates  you  ever  received  on  a 
printing  proposition  differed  on  the  thing  that 
you  didn’t  specify — quality. 

Each  printer  quoted  on  his  quality. 

Now  listen ! 

There  are  only  two  things  you  can  specify 
with  exactness  on  a printing  order — paper  and 
size.  Everything  else  is  style. 

Style  consists  of  design,  taste,  and  work- 
manship. 

The  king’s  bones  and  muscles  contain  the 
same  elements  as  the  pauper’s;  the  only  differ- 
ence is  PERSONALITY. — Graphic  Arts  Bulletin* 


* <*>  O 

“1925  will  be  the  best  year  they  ever  had, 
except  one,”  said  an  advertising  man,  the  other 
day,  regarding  a leading  company  in  one  branch 
of  Canadian  industry.  “And  the  beauty  of  it 
is,”  he  continued,  “they  are  not  worrying 
whether  advertising  pays  but  are  constantly 
increasing  their  advertising  efforts.” 
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PERMANENCE 


WHEN  the  fees  of  lawyers  have  been 
paid,  when  bankers  have  advanced  money 
and  accountants  have  made  their  super- 
vision, all  at  no  small  expense,  it  does  seem  that 
permanent  records  are  of  value  and  great 
importance. 


All  one  needs  to  do  is  to  compile  a list  of 
papers  which  are  to  be  kept  and  which  makes  the 
deposit  box  and  fire-proof  safe  a God-send  to 
modern  business — Ledgers,  policies,  stocks  and 
bonds,  charters,  deeds,  and  contracts — all  are 
included  in  any  summary  of  what  are  generally 
called  permanent  records.  Millions  of  dollars 
are  at  stake  and  all  depending  on  a bit  of  paper. 
What  then  does  the  buyer  do  when  he  takes, 
because  of  a low  price,  anything  but  a paper 
made  to  meet  the  requirements  of  endurance 
and  preservation? 


We  are  indebted  to  a past  number  of  “The 
Purchasing  Agent”  for  a very  thorough  pre- 
sentation of  this  question.  Emphasis  is  laid 
on  the  value  of  all  rag  papers  from  many  author- 
ities, including  British  and  American  Govern- 


ment  Standards.  That  there  is  a requirement 
even  in  the  quality  of  the  rags.  That  the  word 
bond  as  to  a class  of  papers  includes  also  paper 
known  as  “sulphite”  which  is  made  from  wood 
stock  and  should  never  be  considered  as  a vehicle 
for  the  recording  of  valuable  documents.  An 
instance  is  sighted  where  three  great  insurance 
companies  found  that  in  five  years  a large  number 
of  records  had  been  made  on  sulphite  papers — 
all  of  which  had  to  be  re-written  on  a rag  paper 
of  the  finest  quality  to  ensure  permanence. 

♦ ♦ 

WE  REPRINT  FROM  AN  EARLY 
ISSUE  OF  THE  CREST 

A story  still  sad  but  very  true  in  its  appreciation  to-day 

PRINTER  WAS  PEEVED 

( HARLEY  HARRIS,  in  the  printing  busi- 
. ness,  got  slightly  peeved  at  a letterhead 
from  a doctor  who  wanted  bids  on  several 
thousand  letterheads,  different  sizes,  different 
grades  and  different  colours,  and  wanted  the 
printing  form  held  standing.  So,  Charley  took 
his  typewriter  in  hand  and  wrote: 

“Am  in  the  market  for  bids  on  one  operation 
for  appendicitis.  One,  two  or  five  inch  incision 
— with  or  without  ether,  also  with  or  without 
nurse.  If  appendix  is  found  to  be  sound,  want 
quotations  to  include  putting  back  and  cancel- 
ling order.  If  removed,  successful  bidder  is 
expected  to  hold  incision  open  for  about  sixty 
days,  as  I expect  to  be  in  the  market  for  an  oper- 
ation for  gall-stones  at  that  time  and  want  to 
save  the  cost  of  cutting.”  — Kansas  City  Post . 


PUZZLE,  PUZZLE,  WHAT  DOES 
THE  BIG  CHIEF  WANT? 


EVERYONE  who  works  for  a boss,  and  who 
doesn’t,  (even  prime  ministers  must  on 
occasion  bow  and  acknowledge  the  power 
of  the  Sovereign  people)  knows  that  it  is  not 
always  easy  to  interpret  the  wish  of  the  mighty 
one. 

The  something  different  which  is  desired  is 
not  on  all  occasions  accurately  defined.  The 
criticism  demanding  change  is  not  expressed 
except  in  the  broadest  suggestion.  Frequently, 
the  “I  don’t  like  it”  is  only  discovered  by  some- 
thing which  more  nearly  reaches  the  near 
approval  stage  of  ‘‘that’s  better,  still  it  isn’t  quite 
what  I want.” 

Now,  it’s  not  always  easy  to  build,  create  or 
discover  when  no  definite  foundations  are  spec- 
ified. The  man  who  says  “that’s  not  what  I 
want”  does  not  always  find  it  possible  to 
explain  what  it  is  that  he  does  want. 

With  considerable  agitation  we  were  called  the 
other  day  by  a Purchasing  Agent  who  wanted  a 
solution  to  his  problem.  The  Big  Chief  didn’t 
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like  a certain  paper.  “It  was  too  thin,  and  it 
was  too  hard.”  Now,  thickness  and  hardness  may 
result  from  several  qualities  in  the  materials 
used  or  in  the  methods  of  finishing. 


We  left  several  samples  and  returned  hoping 
that  a solution  had  been  found.  It  had. 
“That’s  the  one  he  likes”,  said  the  purchasing 
agent.  We  looked  at  it  and  the  light  dawned — 
all  that  had  really  been  desired  was  more  weight. 
It  was  “heaviness”  which  was  wanted. 


In  all  papers  there  are  six  definite  questions  to 
be  considered  in  relation  to  its  use. — Weight, 
Colour,  Ingredients  (Rag,  Rag  Content,  Sulphite 
etc.).  Finish  (particularly  in  relation  to  the  kind 
of  work  desired),  Strength,  Price  and  of  course 
the  printer  and  lithographer  and  the  wise  cus- 
tomer as  well,  always  considers  an  economical 
size  of  the  printed  piece  in  relation  to  the  limits 
of  the  standard  paper  sizes. 


A HAPPY  SALES  LETTER 


An  Example  Taken  from  the  Report 
of  a Recent  Convention 

I have  an  example  of 
a letter,  which  I figure 
costs  me  $90.00  and 
that  was  mailed  out  to 
my  customers.  I received 
something  like  380  cus- 
tomers from  the  letter 
and  got  $4,200.00  worth 
of  business.” 


THE  CREST 


REACHING  PROSPECTS 


“rf  ' ELL  me  about  your  success,”  I recently 
said  to  one  of  the  most  successful  salesmen 
of  the  most  successful  office  appliance 
manufacturers.  And  here  is  his  confession: 
“Personally  I’m  a dub.  When  I started  out  my 
friends  wagged  their  heads  dolefully  and  won- 
dered what  I would  be  doing  three  months  hence. 
I guess  I didn’t  know  enough  to  know  how  bad 
I was.  I studied  and  worked.  I think  the 
biggest  factor  in  my  greater  success  is  that  I get 
to  more  prospects  every  day  than  my  compet- 
itors do.”  — Y and  E Idea. 

ANOTHER  WAY  AS  WELL 

There  is  a striking  difference  between  putting 
salesmen  on  the  road  and  mailing  five  thousand 
advertising  pieces.  Many  differences  are  self- 
evident — Yet,  is  there  anything  which  the  sales- 
man can  say  which  cannot  be  expressed  in  the 
printed  piece. 

In  consistent  and  strategic  advertising  this 
fact  is  readily  recognized  and  publicity  efforts 
are  used  to  drive  away  the  delay  of  waiting  for 
salesmen  to  cover  the  ground.  The  clouds  of 
expensive  “educating”  of  the  prospect  by  word  of 
mouth  are  broken  apart  as  the  clear  cut  printed 
message  shines  through  and  prepares  the  buyers 
impression  and  conviction,  so  that  action  may 
be  taken  at  once  by  mail.  Or,  on  the  arrival  of 
the  traveller,  the  salesman  finds  the  planting 
and  sowing  have  been  accomplished  and  he  has  a 
clear  field  to  employ  his  selling  talents  to  book  a 
definite  order. 


“HE  IS  A BRICK” 


Q. — We  often  hear  the  expression,  “He  is  a 
brick”,  and  I wish  to  know  something  of  its 
origin,  if  you  can  tell  me. — Gatineau. 

A. — The  expression,  “He  is  a brick,”  is  said, 
according  to  Plutarch,  to  have  originated  with 
Lycurgus,  the  law-giver  of  Sparta.  As  the 
story  goes,  an  ambassador  from  Epirus  to  the 
city  of  Sparta  was  much  impressed  with  what  he 
saw,  but  wondered  greatly  that  the  city  possessed 
no  walls  nor  other  defensive  works,  and  so 
expressed  himself.  “Wait  till  morning”,  said 
Lycurgus,  “you  cannot  have  looked  carefully.” 
Early  on  the  following  day  the  law-giver  con- 
ducted the  ambassador  to  the  athletic  field 
outside  the  city,  and,  pointing  proudly  to  the 
army  drawn  up  in  array  of  battle,  exclaimed, 
“There  thou  beholdest  the  walls  of  Sparta,  and 
every  man  is  a brick. 

— Answers,  Montreal  Star. 


BLOTTERS 

For  Cheap  Mileage 


r7  you  want  your  prospects  and  dealers  to  get  a 
cheery  little  greeting  in  the  morning  mail  and 
receive  an  emissary,  which  is  as  welcome  as  a 
useful  friend,  see  that  a slice  of  the  advertising 
appropriation  goes  to  provide  a series  of  blotters. 
These  can  fit  regular  mail  envelopes  as  enclosures 
and  cost  nothing  for  hotel  and  travelling  expenses. 
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There  are  still  a few  things  in  this  world  that  a 
man  must  manage  for  himself ; his  own  independ- 
ence is  one  of  them.  — Kipling. 

♦ * -* 


Words  are  things;  and  a small  drop  of  ink, 
falling  like  dew,  upon  a thought,  produces  that 
which  makes  thousands,  perhaps  millions,  think. 

* * * —Byron. 


1 1 is  our  sincere  belief  that  the  most  successful 
debating  club  in  the  world  is  one  in  the  hand 
of  a policeman.  — Center  Colonel. 

* * * 


The  world’s  best  after-dinner  Speech — 
“Waiter,  give  me  both  checks.’’ 

— Princeton  Tiger. 


'*  * 


Many  advertisers  are  living  proof  that  in 
creating  a demand  for  a product  they  knock 
to  pieces  the  standing  objection  of  wholesalers 
and  retailers,  previous  to  the  created  demand 
that  “the  price  is  too  high.” 

* * * 

In  the  haven. of  his  home. — That  is  where  a 
de  luxe  booklet  sells  the  prospect  of  a quality 
product.  * * * 

“The  great  mind  will  be  frankly  eccentric 
and  scorn  to  take  the  beaten  road.” 
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